The purpose of this study is to analyze the effects of quality service on the image and the reputation obtained in restaurants. We also analyze the effect that the business image has on the reputation of restaurants. Finally, we want to discover the mediation effect of the image between the quality service and the reputation of the restaurants. This research is based on a sample of 202 consumers of five restaurants (franchise type) in the city of Guaymas Sonora, Mexico. The data collection was conducted during the months of March to June 2016. The estimates of the relationships (hypothesis) have been tested through the System of Structural Equations based on the variance with the Partial Least Squares technique. The results show that quality in the service has a strong influence on the image of restaurants. In addition, we found that the image of the business significantly influences the reputation of restaurants. However, the service quality does not have significant effects on business reputation. We have also found that the business image is a variable that contributes to a greater significant effect between business reputation and service quality. Research contributes to the development of the literature on consumer behavior and service marketing.
Introduction
With the emergence of the knowledge society and new information technologies, driven by the productive sectors and by changes in economies of scale from the era of globalization, organizations are in a voracious fight of competitiveness (Curley & Salmelin, 2018; Drucker, 2012; Ladeur, 2017) . Unlike the times in the past where the economy revolved solely around manufacturing activities, the economy at present has focused on service activities (Cano, Molina Morejon, & Corona-Sandoval, 2018) . Today, the service sector generates more than two thirds of the world's gross domestic product (GDP) and is the main source of employment in the most important economies and for emerging economies (OECD, 2017; Zahra & Wright, 2011) .
Services are defined by a large number of authors on the subject; one such definition is as follows: the actions, processes, and performances provided or produced by an entity or person for another entity or person (Parasuraman, Zeithaml, & Berry, 1998; Thai, Tay, Tan, & Lai, 2014) . Services are also conceived as economic activities whose result is not something physical or tangible but intangible and consumed simultaneously during its production (Kim, Tang, & Bosselman, 2018; Wallin Andreassenweight & Lindestad, 1998) . Therefore, the generation of value is associated to the sensations of the customer-consumer at that moment, generating a value or not immediately (Anker, Sparks, Moutinho, & Grönroos, 2015; Goldstein, Johnston, Duffy, & Rao, 2002) . The theory of consumer behavior has shown that customers in modern times have become more demanding and are assessing more precisely the elements that meet their needs. These motivational factors can be imposed not only by the individual but also by the eternal motivators that normally come from other people (Arnould & Thompson, 2005; van Doorn et al., 2010) . In addition to these factors, the theory of service marketing has explained that consumer behavior considers the external factors (social, political, cultural, and technological) , which are determining factors for the processing of data in the evaluation to make the decision of purchase (personal, psychological, and sociological factors) in the choice of good or service and in the post-purchase (Kotler, Armstrong, & Parment, 2016; Yi, 2018a) . It is evident that in these times, consumers have been valuing with greater emphasis the tangible aspects of the companies, such as the functional facilities (layout), the comfort of the furniture (ergonomics), the appearance of the employees, the design of the product, and the physical infrastructure of the business (technology), among other factors that set the appearance of the place and that affect the quality of service, image, and corporate reputation (Ariffin, Bibon, & Abdullah, 2012; Wang & Emurian, 2005) . With the increasing demands of consumers, organizations are adopting new marketing strategies focused on innovation (Waheed et al., 2018) . These strategies are derived from an exhaustive analysis of the market and consumer behavior to meet their current needs and future desires (Lusch, Vargo, Bolton, & Webster, 2014; Teece, 2010; . In addition, with these exponential changes in the market, organizations focused on the presentation of services are resorting to sustainable marketing strategies to ensure sustained growth through corporate social responsibility (French, 2015; Jayanti & Rajeev Gowda, 2014; Quoquab, Thurasamy, & Mohammad, 2017; Spence, 2016) .
As in other countries, in Mexico, the services sector is one of the pillars that sustain the economy. The restaurant industry's proportion of the gross domestic product (GDP) is 1.6%; in addition, with the generation of 1.5 million jobs, it contributes 6.6% of total jobs (Cano et al., 2018; Flores, Castillo, & Rodríguez, 2013) . Mexico is known worldwide for its great gastronomic diversity and the warmth of its citizens. These manifestations have been gestated since ancient times, due to the different social and political stages that the country has gone through. With these changes and the arrival of other cultures (Spanish and North American), the Mexican dishes offered in the restaurants have multiplied and improved. Furthermore, with the signing of the free trade agreement between Mexico, the United States of America, and Canada in 1994, the arrival and proliferation of large franchise chain restaurants began (Khan, 2014; Lanchimba & Medina, 2018; Sun, Park, & He, 2019) . With this, a new change in consumer behavior begins to take shape (modifying the purchasing behavior of customers), creating new business opportunities for local entrepreneurs (Alon, 2006; Madanoglu, Alon, & Shoham, 2017) . However, this type of multinational company affects domestic businesses mainly because of the following: 1) lower market share, 2) more demanding market segments, and 3) lower profits (Estrin, Nielsen, & Nielsen, 2017; Song, Park, & Lee, 2017; John Williams, 1998) . In addition, these businesses have been developing strategies targeting creating long-term relationships with customers to generate brand loyalty, enhance their reputation, and improve profitability (Ashraf, Ilyas, Imtiaz, & Ahmad, 2018; Balmer & Greyser, 2006; Fracarolli Nunes & Lee Park, 2017) . However, despite these efforts, this type of business has strong limitations on being more competitive. The following are among the main challenges: (1) less automated processes, (2) certified quality processes, (3) the co-specialization of its personnel, (4) the focus on day-to-day activities, and (5) an organizational structure in vertical form (Chen & Elston, 2013; Jogaratnam, 2017; Khalique, Isa, Shaari, Abdul, & Ageel, 2011) .
Although there are studies on the development of the gastronomic market, a large portion of them have focused on large chains and mainly on the construction of the brand based on the quality of the service. However, studies on small regional enterprises are scarce (Villegas-Malagón, Reyes- Martínez, Reyes, García, Garcia, & Pérez-Mora, 2017) . Although, in recent years, there has been an increase in studies of this type that analyze the behavior of the perception of the quality of services in different regions, even this field of action is not fully developed (Cano et al., 2018; Flores et al., 2013; Han & Hyun, 2017; Madanoglu et al., 2008; Villegas-Malagón et al., 2017) . The study contributes to the literature on Consumer Behavior and Marketing Service through two ways. First, the study contributes by providing theoretical and empirical evidence on the evaluation of quality in the service of franchise-type restaurants established in the region of an emerging country, through analysis the tangible and intangible factors that the consumer values the most. Second, an important theoretical and empirical contribution is made through the analysis of total customer satisfaction, incorporating the image and business reputation into the traditional SERVQUAL model. These dimensions (image and business reputation) are part of the theory of Marketing Service, which strengthens the theoretical model structured in the investigation.
In the work, three main objectives have been contemplated, derived from the perception of the quality of the service of the consumers. The first one analyzes the effects of quality service on the image and the reputation obtained in restaurants. In the second, we analyze the effect that the business image has on the reputation of restaurants. Third, we analyze the mediation effect of the image between the quality service and the reputation of the restaurants. This article has the following structure. The first part presents the literature review, the empirical review, and the development of the hypotheses. Second, the methodology used, the sample, and its characteristics are explained. In addition, the justification of the variables under study is described, and the results, discussions, and conclusions of the investigation are shown in the final section.
Literature and Development of Hypothesis

Quality of Service in Organizations
The issue of quality in the service for organizations has been one of the main challenges since very remote times. Therefore, specialists in business administration are constantly analyzing this element that generates competitiveness and quality (Dubey et al., 2018; Thai et al., 2014) . The concept of quality in the service may have variations in the existing literature. Therefore, it is important to explain that quality can be conceptualized as the current and future satisfaction of customers (consumers) of an organization through its products and services with zero defects and/or zero errors (Deming, 2000; Deming & Orsini, 2013; Thai et al., 2014) . The main theories that address the issue of quality in the service are based on the information that originated from the main founders, such as Joseph Juran, Philip Krosby, Kouru Ishikawa, and mainly, Edward Deming. This knowledge harkens to events that occurred during and after the industrial revolution (Hackman & Wageman, 1995; Kiran, 2016) . These contributions have prevailed until currently; from these, necessary and decisive actions to achieve total customer satisfaction are highlighted (Kiran, 2016; Rungtusanatham, Ogden, & Wu, 2003) . Therefore, a large number of innovative companies are adopting strategies that lead them to meet the needs of customers through the adoption of total quality management and new marketing strategies based on the analysis of consumer behavior (Kotler et al., 2016; Teece, 2010) . According to Kotler et al. (2016) and Yi, (2018b) , consumer behavior is a process in which individuals make conscious decisions to acquire a product and/or service to satisfy their needs and desires. This theory analyzes the consumer from various perspectives, from an economic point of view, the consumer is seen as a rational being because he first analyzes the price of the good and/or service acquired to satisfy his needs (Oliver, 2014; Zhu, Freeman, & Cavusgil, 2018) . From the perspective of learning, decision making for the acquisition of goods and/or services is based on past experiences (in the repetition) (Walls, Okumus, Wang, & Kwun, 2011) . Other factors related to consumer behavior, according to Holbrook and Hirschman (1982) , Inkeles (2017) and Sánchez-Fernández, Iniesta-Bonillo and Holbrook (2018) , are the psychoanalytic and sociological, which are divided into internal and external, such as friendship and socialization, these are known as internal impulses that encourage the consumer to acquire goods and/or services in a non-existent way rational (influence of reference groups).
In addition to this classic theory centered on the product and the client, the theory related to the marketing of services arises, which, in addition to contemplating product, service, and client variables, high value strategies are added. These strategies include a close relationship with the customer, added value and digital tools for the full satisfaction of consumers, and the discovery of new demands and desires of potential customers (Grönroos, 1984; Ndubisi, Nataraajan, & Lai, 2014; Palmatier, Dant, Grewal, & Evans, 2006) . Thus, companies focus on the following essential characteristics of a service: intangibility, inseparability, and variability. In the review of the literature, we have discovered that most of the theorists and experts in the field of consumer behavior and quality service have used the SERVQUAL model to measure consumer perception in the restaurant industry (Barroso, Carrión, & Roldán, 2010; Kang & James, 2004) . The model analyzes the customer's perception based on the satisfaction evaluation (expected) in the final delivery of the service offered by the company. These expectations and consumer needs are measured through an instrument that includes 22 items (Cronin & Taylor, 1992; Fukey, Issac, Balasubramanian, & Jaykumar, 2014; Oliver, 2014) . This model was developed by experts from the North American school (Parasuraman, Zeithaml, & Berry, 1988; Parasuraman et al., 1998) . This model includes the following dimensions: (1) tangible elements: physical facilities, equipment, and the appearance of employees; (2) reliability: ability to perform the promised service reliably and precise; (3) responsiveness: provision to help customers and offer faster service; (4) assurance: knowledge and courtesy of employees and their ability to inspire confidence and security; and (5) empathy: care in the individualized attention for each client.
Quality in Service in the Image and Reputation of the Company
Service quality has been a recurrent, difficult, and expensive subject to maintain for most organizations. This finding is mainly because the market and the components that satisfy the customer (consumer) have evolved, and the demands are increasingly high (Anker et al., 2015; Chen, 2015; Grönroos & Gummerus, 2014) . From the perspective of the theory of consumer behavior and service marketing, quality in the service has become a strategy that generates the following for a company: competitiveness, economic growth, market positioning, image, and reputation (Martínez & Martínez, 2010; Storbacka, Strandvik, & Grönroos, 1994; Suwandej, 2015) . The image is conceived as the set of beliefs, ideas, and perceptions that a person has about an object or an organization (Kotler et al., 2016) . Reputation is known as the total perception of customers-consumers about the company and is related to experiences, expected expectations and perceived value (de Leaniz & del Bosque-Rodríguez, 2016; Foroudi, 2019) . These two concepts (image and corporate reputation) can be classified into functional (tangible) and emotional (intangible) elements, which influence consumer behavior, brand positioning, and total customer satisfaction (Melewar, Foroudi, Gupta, Kitchen, & Foroudi, 2017; van den Bosch, Elving, & de Jong, 2006) . Several empirical studies have concluded that the companies that provide services based on the satisfaction of the demands of the clients and to understand with greater certainty the behavior of the consumer, have managed to establish long-term relationships, improve the products and the services through strategies effective marketing that help enhance the image and corporate reputation (Iglesias, Markovic, Singh, & Sierra, 2019; Tsai & Wang, 2017) . Thus, the company is viewed as a reliable, quality business, and the reputation is increased (Han et al., 2015; Nyadzayo & Khajehzadeh, 2016) . However, this finding cannot be achieved without the commitment and loyalty of the leaders and collaborators of the organization (Chen, 2015; Susanti, 2013) . Some authors have explained that, for the perception of quality of service in fast food restaurants, consumers require more attention, speed, product quality, and affordable prices (Madanoglu et al., 2008; McKenzie-Mohr & Schultz, 2014; Namin, 2017; Zhang et al., 2019) . These businesses have been gaining ground in highly competitive markets. The success is based on creative and innovative business models (comfortable facilities, adoption of technologies, and commitment of employees) that guarantee the basic requirements of the consumer (Ahn & Seo, 2018; . These actions have led restaurant companies to increase their sales, improve customer satisfaction, increase customer loyalty, rapidly position and actively participate in improving their reputation (de Leaniz & del Bosque Rodríguez, 2016; Namin, 2017; Yaman, 2018) . These organizational and financial results are originated by the correct management of the quality of the service and that consequently are reflected in the increase of the image and reputation of the businesses dedicated to the service of restaurants (Sanchez-Franco, Cepeda-Carrion, & Roldán, 2019). From the above, we have developed the following hypotheses:
H1. A greater focus on quality actions in the service increases the image of restaurants.
H2. A greater focus on quality actions in the service increases the reputation of restaurants.
The Image and the Business Reputation
In the context of the theory of consumer behavior and service marketing, experts in the field have shown that image and business reputation are closely related and that they significantly influence total consumer satisfaction (Grönroos & Gummerus, 2014; Zhang, 2015) . The image is visualized as the set of attributes, factors and elements with which a company must satisfy the needs of the consumer (Gray & Balmer, 1998; Nguyen & Leblanc, 2001; Veloutsou & Delgado-Ballester, 2018) . These results are the product of the specific actions of the organization that are valued by the customer-consumer and which are transformed into the reputation of the business (Barnett, Jermier, & Lafferty, 2006; Gotsi & Wilson, 2001) . Studies that relate to the image and the business reputation in function to the quality in the service have concluded that these variables are determinants for the growth and competitiveness of service companies (Chun, 2005; de Leaniz & del Bosque Rodríguez, 2016; C. Wang, Hoegg, & Dahl, 2018) . Recent studies on consumer behavior have stated that the image is a key element that generates greater consumer loyalty and with this the companies have experienced an increase in their reputation (Elsäßer & Wirtz, 2017; Heinberg, Ozkaya, & Taube, 2018a; Kim, Kim, & Byoungsoo, 2018) . These results are derived from the tangible and intangible elements that the company provides its customers (quality products, variety of products, self-service, reasonable prices, security of the facilities and the use of new technologies in the processes), that are reflected in the image increase and that consolidates the business reputation (Erkmen & Hancer, 2019; Heinberg, Ozkaya, & Taube, 2018b) . However, other researchers such as Fracarolli Nunes and Lee Park (2017) and Lee, Lim, and Drumwright (2018) note that the image is built with marketing strategies (online and promotional) and with actions of quality in the service, which are factors that momentarily solidify the reputation of the business. This finding is because some businesses do not execute these strategies when the business is created but instead do so after a crisis or adverse experiences with client dissatisfaction. In addition, several recent studies from different regions focused on service quality, have confirmed that when companies invest in strengthening their brand, their corporate identity and improving a better image, customer satisfaction can be increased and this leads them to increase the reputation within the market in the sector in which it competes (Escrig-Tena, Garcia-Juan, & Segarra-Ciprés, 2019; Wu, Cheng, Ai, & Chen, 2019). From the above, we have structured the following hypothesis: 
Research Methods
The structure of the sample is based on the principles of stratified sampling for finite populations. The population is composed of consumers of the main restaurants established in the city of Guaymas Sonora, Mexico. The city has around 200 thousand citizens, is located geographically in the Northwest of Mexico and exists at a distance of 400 kilometers from the border line of the United States of North America. This proximity has greatly influenced the development of restaurant franchises in this region of the country. In the Guaymas region there are a total of 80 establishments dedicated to food service (INEGI, 2018) . However, most are small businesses and are not franchised. For our study, we have selected the 5 most visited franchise restaurants in the city by young people and young adults (25 to 45 years) (Lockers Sports, Toscano's, Diego's, Chiltepinos Wings and City Salads), these subjects represent 8.9% of the total population. The main characteristic of these businesses is that they are franchised, their market is regional, and they also have financial capital of Mexican origin. To obtain the information of the consumers about the perception of the quality of the service, the image, and the reputation of the business, authorization was requested to the manager of each of the restaurants that participate in the investigation. The investigation is of exploratory and predictive type, for the determination of the sample, due to the characteristics of the selected consumers (population), to the nature and to the objectives of the investigation, the sampling technique chosen is of non-probabilistic type and/or directed (Hair, 2010) . The technique for collecting the information was through a personal interview (questionnaire) self-directed to the consumer. To obtain more accurate data and with greater objectivity, the interview was conducted after having experienced and paid for the service. Before carrying out the field work, a pilot test was launched with 10% of the total sample, in order to validate the contents of the instrument and rule out any anomaly. The field work for the data collection was conducted during the months of March to June of 2016. Clients who did not want to participate in the survey were replaced by other people with the same characteristics. The responses of the clients that responded in the first round of interviews (80% of the sample) were compared with those that responded by replacement (20% of the sample). No significant differences between the two groups emerged from the variables considered, using t tests and chi-square tests. In addition, common method variance (CMV) bias was analyzed, since the data came from a single source of information through a single questionnaire. It is possible that the relationships between the variables were inflated as a consequence of CMV. To identify the existence of such bias, we used Harman's single-factor test, as suggested by Reio (2010) . The variance explained by the factors in our study is over 60.97%. The three constructs of our theoretical model are clearly identified in factor analysis (KMO: 0.942; Bartlett sphericity test 0.000). These results all suggest that the common method bias was not a big concern in our study. Finally, a sample of 202 perceptions of the selected consumers was divided equally among the 5 restaurants that participated in the study; this number of clients represents 72.6% of the total sample. The composition and characteristics of the sample can be observed in Tables 1 and 2 . 
Measurement of the Variables
Quality in the service. The literature has exposed that this variable has its origin in the theory of consumer behavior and in the marketing of services; currently, it contemplates the total satisfaction of the clients and the consumers derived from the products and services that an organization offers (Nwachukv, Vitell, Gilbert, & Barnes, 1997; Rungtusanatham et al., 2003; Sanclemente-Téllez, 2017) . This strategy, which is focused on customer satisfaction, is related to business results, such as image, reputation, and the increase in financial profitability. From this theoretical and empirical review, customers of the franchise type restaurants have been requested to respond to the 21 questions in the survey that are measured on a Likert scale of 5 points (1, total disagreement; 5, total agreement). For the measurement of this variable, we have used the SERVQUAL model developed by Parasuraman, Zeithaml, and Berry (1988) , as a reference. After consideration, our study includes the following dimensions: (1) tangible elements, (2) reliability, (3) responsiveness, (4) assurance, and (5) empathy (see Table 3 ). Business Image. This variable was measured based on the theory of service marketing and models related to the quality of service, which include the perception of consumers of the business image. The questionnaire collects responses from consumers of franchise-type restaurants on the degree of perception regarding the business image. Thus, a scale (5-point Likert type, with 1, completely disagree and 5, completely agree) was used. For the measurement of this variable, the studies by Kang and James (2004) and Thai et al. (2014) were considered; the questionnaire is composed of 3 questions, which can be observed in Table 4 . Table 4 . Internal consistency and convergent validity by construct (reflective-first order) Variable FL CR AC Business Image: 0.777 0.601 It is a creative and innovative company 0.747*** It is a reliable company 0.676*** It is an efficient company 0.775*** Note: FL= Factor load, CR= Composite Reliability, AC= Cronbach's Alpha, *: p < 0.1, **: p < 0.05, ***: p < 0.01. Business Reputation. In the literature, there is a record of a large number of empirical and conceptual studies to measure business reputation. For our study, we have considered the theory of the marketing of services and the valuation of the consumer regarding the perception that it has on the reputation of the business; this is an output of the perceived quality of the service and of the appreciation of the business image (Fukey et al., 2014; Kiran, 2016; Wallin Andreassenweight & Lindestad, 1998) . In the questionnaire review that was conducted, consumers of the franchise-type restaurants were asked to answer the questions that rate the level of perception of this variable. This variable was measured by three questions, referencing the studies developed by Wallin Andreassen and Lindestad (1998), Nguyen and Leblanc (2001) and Walsh, Beatty, and Shiu, (2009) . For this review, a Likert scale of 5 points was used with 1, completely disagree and 5, completely agree, see Table 5 . 0.830*** It is a prestigious company 0.801*** It is a recognized company 0.755*** Note: FL, factor load; CR, composite reliability; AC, Cronbach's alpha, *: p < 0.1, **: p < 0.05, ***: p < 0.01.
Control Variables
Gender of the respondent. To measure this variable, it was classified, and a value was assigned to each classification. For the female, the value of 0 was granted, and for the male, the value of 1 was granted. The age of the respondent was granted a value. To measure this variable and incorporate it into the theoretical model, we have segmented the ages of consumers. The remainings are as follows: youth (age, 25 to 35 years), mature youth (age, 36 to 45 years); see Table 2 .
Results
Measurement Model
The variable of formative type (Service Quality) in mode B was evaluated through the value of the weights of each item and its significance. In addition, the value of the variation inflation factor (VIF) was analyzed. The results of the analysis show that the values of the weights are significant and that, in addition, the value of the VIF is below 5 as recommended by Hair, Jr., Sarstedt, and Ringle (2017) . With this, the presence of multicollinearity between the indicators is discarded (see Table 2 and Figure 2) . To evaluate the measurement model with reflective type variables in A mode (image and business reputation), the composite reliability of each item, the internal consistency of the scale, and the convergent validity are analyzed. To measure the relationship and the individual reliability of each item, a standardized load on the factor greater than 0.707 is recommended (Carmines & Zeller, 1991; Chin & Dibbern, 2010; Roberts, Priest, & Traynor, 2006) . Our results lie in a range between 0.676 and 0.830, which is close to and above 0.707, respectively. In our model, we have decided to include the value with a load of 0.677 for the following reasons: (1) It is significant at a level of 0.001; (2) It is very close to the acceptable threshold of 0.707; (3) This item is important to conserving the construct validity (Wang, Chen, & Benitez-Amado, 2015) . The composite reliability shows values ranging from 0.777 to 0.838, thus fulfilling the requirement that the indicator should be close to the value of 0.800 for basic research, as proposed by Nunnally (1978) and Vandenberg and Lance (2000) . Cronbach's alpha is considered satisfactory over 0.700 (Hair, Black, Babin, Anderson, & Tatham, 2006) for mature studies; for studies in the initial phase, a value of 0.600 is sufficient (Cronbach, 1951; Gliem & Gliem, 2003; Peterson, 1994) . Our results have values between 0.601 and 0.714, demonstrating an acceptable reliability of the construct (see Table 3 and 4, and Figure 2) . The average variance extracted (AVE) indicates the average amount of the variance explained by the indicators of the construct. Our AVE values are 0.539, 0.628, and 0.633. These results are above the threshold of 0.500, as proposed by Hair Jr, Black, Babin, Anderson, and Tatham (2010) . Finally, the discriminant validity of the constructions in the model was verified by analyzing the square root of the AVE. The (diagonal) results of the vertical and horizontal AVE are below the correlation between the constructs. This test detects no anomaly (see Table 6 ). Our results provide adequate validity and reliability (convergent and discriminant). Table 7 shows the results of the estimation with PLS. We find empirical support for the hypotheses (H1 and H3) that have been structured in the model. The results of the hypotheses (H1 and H3) have significant and positive effects. This finding indicates that the quality in the service has a strong relationship with the business image, according to the beta value of 0.282 ***. H3 presents this same behavior, where the business image variable significantly and positively influences the reputation of the SME restaurants, according to the beta value of 0.496 ***. In addition, we have discovered that H2, on the relationship between quality in the service and business reputation, has no significant effects, according to the value of beta, 0.050, and the p value of 0.468. From the previous analysis, we report that H2 has been rejected because it does not have empirical support. Finally, we have examined the effect of the control variables: the age and gender of the consumer surveyed and the relationship that the consumer has with the quality of the service. The results indicate that these variables do not have a significant influence on the quality of service in SME restaurants, according to the following values: (β = -0.055, p value 0.441) and (β = -0.069, p value 0.322).
To evaluate the fit of the model, the SEM techniques are based on the covariance; in PLS, it is not possible to estimate these measurements. However, PLS analyzes the value of the trajectory coefficients, the analysis of R 2 , and the values of F 2 ; these are significant individual measures to explain the predictive capacity of the structural model (Chin & Dibbern, 2010) . The trajectory coefficients around 0.2 are considered economically significant (refer to Table 7 ). The analysis of the explained variance and the prediction quality of the model are measured through the value of R2. The value of F2 measures and provides the size of the effect introduced in the model; the values are shown in Table 7 . The statistical test Q2 (cross-validated redundancy index) is used to evaluate and test the predictive relevance of endogenous constructs in a structured model with reflective variables. The model was evaluated through the blindfolding technique . Values greater than 0 show a remarkable predictive quality (Hair, 2016) ; the data can be observed in Table 8 . In summary, we can confirm that this analysis provides an excellent predictive and explanatory capacity of the model. To explain the predictive effect of our model more accurately, we have added a goodness-of-fit test performed by PLS. Thus, we have used the standardized indicator of the residual quadratic mean (SRMR); when this value is in a range of (< 0.08-0.1), there is an acceptable adjustment (Henseler et al., 2014) . Our result of 0.077 confirms that the proposed model has an acceptable predictive quality and demonstrates that the empirical results are aligned with the theory. Additionally, we conducted a mediation analysis to test the mediating effect of the company's image between service quality and business reputation. According to Hayes and Scharkow (2013) , they recommend doing this analysis through: (1) bias-corrected bootstrap CI and (2) the boostrap CI, these two techniques are two of the most reliable tests in this type of analysis. For this purpose, the test implies in the first moment estimating the importance of the direct effect (c'). In addition, two steps are subsequently carried out: (1) the determination of the indirect effects (a1 × b1) through the boostrapping technique with 5000 samples, with calculations of 90% confidence intervals (Nitzl, Roldan, & Cepeda, 2016; Williams & MacKinnon, 2008) .
(2) Second, the type of effect and the magnitude of the indirect effects in relation to the total effect are determined, to obtain the relevance or not of the direct and indirect effects and the type of mediation between the variables (Carrión, Nitzl, & Roldán, 2017; Hair, Sarstedt, Hopkins, & Kuppelwieser, 2014) . For this purpose, the variance accounted for (VAF) index is evaluated (Hair, Hult, Ringle, Sarstedt, & Thiele, 2017) . According to Hair, Hult, Ringle, Sarstedt, and Thiele (2017) and Carrión et al. (2017) , it indicates that there is partial competitive mediation when: (1) the value of (c') and all other relationships are significant, (2) when all relationships have a positive direction, and (3) when the value of the VAF is between 20% and 80%. In our research, there is a partial competitive mediation according to the results obtained and the VAF value of 20.44% (see Table 9 ). The hypotheses developed to verify the mediating effect are:
H1: The SQ, is positively directly related to the business reputation.
H2: The relationship between the SQ and the BR is mediated positively by the business image.
Where H1 = SQ→ BR= c', H2 = SQ→ BR→RBR= a 1 x b 1 ijms.ccsenet.org
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The results show that the variable SQ has a significant direct effect on the variable BR (H1: c ') of 0.401 Sig. (see Table 9 and Figure 2 ). On the other hand, all the indirect effects of the variable of mediation BI are positive and significant. This means that the H2 has been compatible. Therefore, variable BI positively mediates the relationship between SQ and BR (H 2 : a 1 x b 1 ). The results show an indirect effect of 0.103 and a total effect of 0.504. In addition, the values of R 2 are observed, of 0.075 for the BI and 0.255 for the BR, these values present a small increase for the BI and a slight decrease for the BR, with respect to the original model.
Discussion
In the context of the literature on consumer behavior and service marketing, the study focuses on understanding the determining factors in customer satisfaction and the total perception of quality (image and reputation) of restaurants located in an emerging economy with a high global competitiveness (Kotler et al., 2016; Namin, 2017; Zhu et al., 2018) . This answers the objective and the questions designed in the investigation. In this section, we discuss our main findings in the context of the theory of Consumer behavior and Service Marketing. First, we have revealed that the quality of the service perceived by consumers has a strong influence on the valuation of the image of franchise-type restaurants. These results are in the same direction as the theory of the consumer behavior and service marketing, which states that companies that focus their efforts on improving their tangible and intangible assets, adding value to the final delivery of the service to fully satisfy the client, manage to strengthen their image and increase their level of profitability (Dubey et al., 2018; Kotler et al., 2016; Ndubisi et al., 2014; Rungtusanatham et al., 2003) . The factors that consumers value most to evaluate the quality of service of restaurants in order of importance are: assurance, empathy, tangibility, responsiveness, and reliability. Similarly, we found that the business image is a factor that encourages the reputation level in restaurants; that is, the actions that it conducts for the full satisfaction of the consumer have a direct impact on the business reputation. These results are also aligned with what is stated by the main theoretical currents and by the main scholars on the topic of marketing and quality in the service (de Leaniz & del Bosque Rodríguez, 2016; Dowling, 2000; Fracarolli Nunes & Lee Park, 2017; Gray & Balmer, 1998) . However, our third finding reveals that the quality of service perceived by consumers of franchise-type restaurants does not exert a significant effect on business reputation; therefore, we do not find empirical support for this relationship. This finding may be due to the effect of temporary and ineffective strategies of restaurants that target obtaining short-term results and thus lose ground with strong competitors with better attributes (Fracarolli Nunes & Lee Park, 2017; Gao, Tang, Wang, & Yin, 2018; Lee et al., 2018) . Furthermore, if we add that the competition has become more acute, with the arrival of more recognized restaurants that have a global presence, the preference and degree of the perception of consumers in terms of reputation is seriously affected (Ahn & Seo, 2018; Namin, 2017; Vázquez-Martinez et al., 2019) . Finally, we find that the age and gender of the consumer do not have a positive or significant influence on the level of service quality of the restaurants.
Conclusion
In the research, as the central point, we have analyzed the level of service quality perceived by consumers to generate strategies to increase the image level and the perception level of the reputation of restaurants. To comply with the objective and research questions, the results indicate that: (1) franchise-type restaurants are correctly taking advantage of their tangible assets, such as safe and comfortable facilities, the comfort of the place, the delivery fulfillment, and the commitment and knowledge of employees to improve the quality of service (Kang & James, 2004; Khanam, Siddiqui, & Talib, 2016) ; (2) the focus on the quality of service of restaurants has been decisive to raise the image level of the company (Namin, 2017; Nyadzayo & Khajehzadeh, 2016) ; and (3) restaurants that use marketing actions that are ineffective, fleeting, and/or fashionably fail to raise the perception level of the quality of service but, above all, fail to increase their reputation among their stakeholders, mainly their customers (consumers ) (Kotler et al., 2016; McWilliams, Parhankangas, Coupet, Welch, & Barnum, 2016; Quoquab et al., 2017; Sanclemente-Téllez, 2017) .
The results of the research have generated important implications for restaurants in the region with the firm purpose of strengthening the perception of consumers regarding the quality of service.
(1) It is essential that the managers of these businesses continue to take advantage of all their assets to satisfy the demands of consumers and remain in the market longer (Grönroos & Gummerus, 2014; Han & Hyun, 2017; Storbacka et al., 1994) . In addition to investing in their facilities, it is recommended that these restaurants adopt strategies based on corporate social responsibility, green marketing, and tools to strengthen full-and long-term relationships with the client (Aagaard, 2016; Koo, Koo, & Dong-Woo, 2018; Lee et al., 2018; Luo & Bhattacharya, 2006) . (2) It is also important and convenient for restaurant managers to adopt new business models and new technology to compete in global markets (Kiran, 2016; Suwandej, 2015) .
(3) Restaurant owners and managers must constantly train their human capital and always continually evaluate the consumer's perception of the quality of service provided (Miles & Van Clieaf, 2017; Nonaka, 2007) . In addition, the owners and managers of restaurants should focus on new demands and the different manifestations of the demanding behavior of the new generations of consumers who experience and have contact with a large number of multinational companies, with greater technology and with new models of business based on innovation, which makes them more competitive organizations. In the academic and research field, the study contributes to the literature of the American school led by Parasuraman, Zeithaml, and Berry (1988) , where it focuses on the measurement of quality of service through the analysis of consumer behavior, with respect to their expectations (quality products and services) against the value offered by the restaurants (perceived value of the client). The model proposed in the research is a combination between the traditional model (American school) and the Nordic school developed by Grönroos (1984) and perfected by Brady and Cronin (2001) , because our study incorporates the perception of corporate quality through the valuation of the image and the reputation of the business. This research exhibits certain limitations; conversely, it opens the door for the development of future lines of research. The first limitation in the work is the use of a single source of information. It is because the data were collected from the subjective perceptions expressed by restaurant consumers, which may bias the results. To minimize this limitation, it is advisable to obtain information from employees and managers to compare the results. Second, the sample has been focused only on captive clients of the restaurant service sector in the city of Guaymas. In the future, to conduct cross-cultural studies, the research can focus on more clients from different sectors and regions related to the service. The last limitation contemplated in the study refers to the statistical analysis used based on the variance; in the future, the use of analysis based on covariance can be considered. Given the importance of quality in the service, image, and business reputation, as strategies to increase the competitiveness of businesses, it is expected that researches will be developed to complement this study by incorporating variables, such as emotional intelligence, e-commerce, networks social, and competitiveness, all in the context of the analysis of consumer behavior.
